The internet offers both growth and loyalty opportunities for brands. To this end, over the recent years, companies have accelerated the development of their websites, including richer and more interactive content as well as relationship tools such as email newsletter and consumer magazines. Using the example of a leading French manufacturer's website, the present research demonstrates that visitors satisfied with their overall website experience are more inclined to revisit and recommend the site and in turn develop more positive attitudes toward the brand as well as higher purchase intent. These relations are stronger for consumers that are members of the website email newsletter program and those that receive the brand consumer magazine.
INTRODUCTION
In the first quarter of 2007, U.S. retail e-commerce sales totaled $31.5 billion, an increase of 18.4 percent from the first quarter of 2006 and accounting for 3.2 percent of total retail sales (U.S. Census Bureau, 2007) . Additionally, the number of company websites greatly increased. Today, the large majority of companies have at least one website for their brands and products (image website, corporate website, e-commerce website), and the rapid growth of the internet offers compelling advantages in terms of e-commerce and branding.
However, as traffic to brand websites is increasing, it has become critical to both researchers and practitioners to have a better and deeper understanding of visitors' navigation and experience online (Peterson, Balasubramanian, and Bronnenberg, 1997) . Indeed, traditional tools measuring traffic performance such as the number of visitors to a website and page views are no longer sufficient specifically for brand websites (Florès, 2004a) .
In fact, the overall use of the internet has also evolved. A website describing the technical or functional characteristics of the products offered may decrease total consumer search. But a successful brand website must clearly offer more than product description to maximize consumer experience and branding (Overby, 2003; Rogowski, 2007) .
This changing environment has triggered renewed research interest regarding the importance of branding, effective brand building, and communication strategies in this new environment.
Whatever the alternative is, it remains clear that the internet represents a new channel of communication and distribution for brands. Its interactive nature offers marketers new opportunities to create stronger brand identities with the potential to induce brand loyalty (Upshaw, 2001 ). The internet allows consumers to react and interact, creating a dialogue outside managerial control (Travis, 2001) .
In this new environment, a well-designed website is no longer sufficient. Delivering a satisfying and valuable experience online is important and may be key to increase favorable brand perceptions and purchase intent (Florès, 2004) .
The aim of the current article is twofold. First, we replicate findings from earlier research (Hong and Kim, 2004; Supphellen and Nysveen, 2001) and extend their results by demonstrating that the more satisfied visitors are with the overall site experience, the more inclined they will be to revisit and recommend the website and to develop a positive attitude toward the brand. Second, we explore how different relationship tools, such as newsletters and consumer magazines, may further increase website experience value and its impact on brand opinion and purchase intent. 
WEBSITE DESIGN AND ITS EFFECTS ON SATISFACTION, WEBSITE LOYALTY, BRAND IMAGE, AND PURCHASE INTENT
Recently, marketers have had to cope with a changing environment concerning their companies and brands. The underlying forces of this changing environment namely relate to the massive development of hard discounters, the decrease in the number of brands owned by big companies, and the rise of the internet. In this changing landscape, it therefore becomes increasingly difficult for companies to succeed. Establishing a dialogue with customers, to understand and anticipate their needs, is key to offer better and personalized products and services (Lewi, 2005) . These requirements, in fact, are dramatically enhanced by the internet. Pleasant and well-designed websites are no longer sufficient for attracting customers and making them want to return.
Substantial amounts are invested nowadays to develop additional services in order to deliver superior website experiences able to generate revisits and enhance customer relationships.
The focus of attention in the literature on internet is increasingly directed to website design and the identification and classification of different website dimensions, such as entertainment, interactivity, ease of use, information content, and quality (Chen and Wells, 1999; Cheung and Lee, 2005; Eighmey, 1997; Ghose and Dou, 1998; Shankar, Smith, and Rangaswamy, 2000; Wu, 1999) . One of these dimensions is interactivity.
According to Upshaw (2001) , the interactive nature of the internet offers marketers new opportunities to create stronger brand identities that have the potential to translate into brand loyalty. Berthon, Leyland, and Watson (1996) suggest that the level of interactivity on a website is critical in converting visitors from interested contacts into interactive customers.
Besides interactivity, numerous articles discuss the effects of websites on brand attitude and intention variables. For example, website quality and design (Loiacono, Watson, and Goodhue, 2002; Wolfinbarger and Gilly, 2003) , overall satisfaction with the website (Hong and Kim, 2004) , attitude toward the website (Karson and Fisher, 2005; Supphellen and Nysveen, 2001 ), entertainment, and attitude toward the brand (Raney, Arpan, Pashupati, and Brill, 2003) were identified as having a positive effect on intentions to return to the website. In the same line of thought, purchase intention seems mainly affected by similar variables, including interactivity (Wu, 1999; Yoo and Stout, 2001 ), attitude toward the site (Jee and Lee, 2002) , website quality and design (Loiacono, Watson, and Goodhue, 2002; Wolfinbarger and Gilly, 2003) , and attitude toward the brand (Raney, Arpan, Pashupati, and Brill, 2003) . Finally, some research has identified determinants of attitude toward the brand after the website visit, such as interactivity (Macias, 2003; Wu, 1999) and attitude toward the website (Raney, Arpan, Pashupati, and Brill, 2003) .
Our research focuses mainly on the relation between website satisfaction, loyalty toward the website, brand attitude, and purchase intention. Visitors' overall satisfaction is an indicator of "how well customers like their experience at the site and it is probably the best indication of their willingness to return to the site again" (Jiang and Rosenbloom, 2005, p. 159) . In this study, we integrate available literature and replicate findings from earlier research (Chang, Simpson, Rangaswamy, and Tekchandaney, 2002; Hong and Kim, 2004; Supphellen and Nysveen, 2001) We summarize the overall research model in Figure 1 .
RESEARCH METHODOLOGY
As stated, the main purpose of this study is to evaluate brand website impact on brand opinion and purchase intention. The electronic environment of this research provides the opportunity to achieve this target by asking people about their opinions immediately after a particular website visit.
Using the SiteCRM methodology (www. The importance today is to build relationships with customers because they buy the brands they know and trust. By offering added value through newsletters or consumer magazines, a brand website can shorten this process. 
Figure 1 Overall Research Model

ANALYSIS OF RESULTS
We first present our sample and the re- Mean differences for analyzed variables (see Table 2 ) give us more detailed results concerning the impact of the relationship tools and confirm that the more involved consumers are the better and the greater the website impact.
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